-
= u g R

"..-.r_'w 1 ..v.
e, ) '-.'U: | l'l

——--I-

ni'cal ASS|stan ce P?agram

"E_—

F Annual Report

October 1, 2008 — September 30, 2009
NOAA Grant #NA0BNOS4190466
Grant Year 2008, Task 46

| g ] y
| Ly 3
1 i
I K i
N ! o N
Jinla allcommission



Northern Virginia Coastal Resources Technical Assistance Program
Annual Report

Acknowledgments

The following individuals were instrumental in assisting and participating in NVRC'’s Coastal Resources Technical
Assistance Program projects:

Northern Virginia Clean Water Partners — Kathy Allan, Jeanne Bailey, Deb Bianchi, Deborah Cover-Lewis,
Holly Chu, Zoran Dragacevac, Eric Eckl, Adrian Fremont, Diana Handy, Steve Hubble, Jesse Maines, Deb Oliver,
Fred Rose, Greg Tkac, Samantha Villegas, Randy Williford, and Aileen Winquist

Technical Workshops - Julie Bradshaw, Scott Hardaway, Christin Jolicoeur, Daniel Moore, Asad Rouhi,
David Sacks, Joan Salvati, and Aileen Winquist

NVRC Staff - Bill Breedon, Samantha Ference, Mark Gibb, Barbara Gordon, Norm Goulet, Matt Handy,
Kathy Hundley, Debbie Kelly, Dale Medearis, Marshall Popkin, Heather Shackley, Debbie Spiliotopoulos,
Linda Summerall, and Linda Tenney

Virginia Coastal Zone Management Program — April Brehan, Shannon Girouard, Laura McKay, Nick Meade,
Shep Moon, Beth Pollack, and Virginia Witmer

Virginia Coastal Zone

MANAGEMENT PROGRAM

In Grant Year 2008, the Northern Virginia Coastal Resources Technical Assistance Program was funded in part by
the Virginia Coastal Zone Management Program at the Department of Environmental Quality, through Grant
#NAO7NOS4190466 of the U.S. Department of Commerce, National Oceanic and Atmospheric Administration,
under the Coastal Zone Management Act of 1972, as amended.

2 September 2009



Northern Virginia Regional Commission
WWW.Nhovaregion.org

The Voice of Northern Virginia

3060 Williams Drive, Suite 510
Fairfax, VA 22031
703-642-0700

Hon. Harry J. Parrish |l
Chairman

Hon. Martin E. Nohe
Vice Chairman

Hon. Redella S. Pepper
Treasurer

G. Mark Gibb
Executive Director

Division of Planning and Environmental Services

Aimee Vosper
Director

Sayedul Choudhury
Four Mile Run Program Manager

Norm Goulet
Occoquan Program Manager

Laura Grape
Coastal Program Manager

Dale Medearis
Planning Services Program Manager

Debbie Spiliotopoulos
Solid Waste Program Manager

Samantha Ference
Environmental Planner

Northern Virginia Coastal Resources Technical Assistance Program
Annual Report

Table of Contents

Introduction & SUMMArY..........cccovvriiernieernne 4
Special Project SUMmary........cccceceeeeesssssinnnnns 6
Technical WOrkshops..........ccccvvvvvieviiececececccecens 8
Intergovernmental REVIEWS...........cccvvreereuererererennnn, 9
Chesapeake Bay Implementation............c.c.cccovrvnne. 9
NVIFONMENE ... 10
Appendices

A. Northern Virginia Clean Water Partners

Regional Stormwater Education Campaign

2009 Campaign Plan...........cccccceeeeieceieieeeeens 14
B. Northern Virginia Clean Water Partners

Regional Stormwater Education Campaign and

Pilot Study Final REPOrt .......cccoovvvvvviiiiriceieei, 17
C. Northern Virginia Clean Water Partners

Planning Meeting Agendas and Presentations........ 86

D. Technical Workshop Materials............ccccoevvieinnes 246
E. Gardening for Clean Water Workshop Series

Follow-Up Survey of 110 Participants................... 282
F. NVironment NeWSIEer ........ccccovvrreninenineinnnns 293

On the cover — The Town of Occoquan is one of Northern Virginia's
destination communities with a vibrant economic center along the shores of
the Occoquan River.

3 September 2009



Northern Virginia Coastal Resources Technical Assistance Program
Annual Report

Introduction & Summary

This report fulfills the product requirements set forth in the 2008 Virginia Coastal Zone Management
Program Grant, Task 46 (NOAA Grant #NAO6NOS4190466) for:

Product #1 — Report on Technical Assistance and Training Provided: Local and Regional
Implementation;

Product #2 — Issue analysis / Special Project Report; and

Product #3 — Report on outcomes regarding Virginia's implementation of the Chesapeake Bay
2000 Agreement and related program.

Technical Workshops: NVRC hosted four workshops for individual homeowners, public and private
planners and engineers.

Shoreline Management — Two workshops held for local government staff focused on integrated
shoreline management techniques and shoreline management planning. The workshop
discussions and needs from local planning staff resulted in the Virginia Institute of Marine Sciences
(VIMS) pursuing a grant to complete a shoreline situation report (or inventory of shoreline
conditions) for Alexandria, Fairfax, and Prince William Counties. VIMS will begin collecting field
data, this fall. Additionally, local staff requested that VIMS and NVRC identify grant

sources to develop a shoreline management plan for the region. This plan will include
recommendations for managing erosion along tidal waterways, including those along private
property.

Chesapeake Bay Phase Il Program Guidance and Requirements - In partnership with the Virginia
Department of Conservation and Recreation’s Division of Chesapeake Bay Local Assistance
(DCR-CBLA), NVRC hosted one workshop to continue the dialogue between local Bay Act
Managers and DCR - CBLA on the recent changes and future expectations of the Chesapeake Bay
Act's Phase Ill Program. The dialogue provided an opportunity for the managers to receive clarity
on the local program compliance evaluation process and schedule. DCR — CBLA will begin
advisory (pre-compliance) reviews of local codes for inclusion of specific standards that implement
water quality performance criteria and local program implementation in fall 2009 of three
jurisdictions in Northern Virginia.

Residential Rain Gardens — NVRC co-hosted the Gardening for Clean Water workshop for
Arlington County residents, in partnership with the Northern Virginia Soil and Water Conservation
District and Arlington County Department of Environmental Services. The workshop introduced 40
participants to designing, building, and maintaining small-scale rain gardens. This workshop
represents the fourth of the Gardening for Clean Water series, since 2006. Feedback from
participants was overwhelmingly positive. A follow-up survey sent to 110 individuals who
participated in this and in previous workshops. Thirty responded. Of those, six installed a rain
garden. However, the majority realized their site was not suitable for a rain garden after attending
the workshop and instead applied a different technique, such as diverting their downspout to a
normal garden or installing a rain barrel.

Special Project: NVRC received financial contributions from 13 or our 14 partners again this year, for a
total budget of $124,000. NVRC and Arlington County secured the services of Eric Eckl of Water Words
That Work, LLC to conduct pre-campaign marketing research and to coordinate a pilot study on the use
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of online advertising through well-known search engines (Google & Yahoo) and social networking
websites (MySpace & Facebook). Also, NVRC secured Media Vision, Inc for media buying services and

placement of the complimenting radio ads which will air in late-May through early-June.

Stormwater pollution-related radio ads aired on six radio stations, 651 times, reaching approximately
355,446 individuals, over a six week period spanning May and June 2009. The first-of-its-kind pilot study
examining the use of online advertising for social marketing campaigns focused on changing stormwater
pollution-causing behaviors occurred during summer 2009. Below is a preliminary comparison of reach

and cost per medium:

Advertising Medium Weeks Airing Total Impressions Website Visits Total Cost
Radio 5/11 - 6/15 355,446 676 $80,000
Online 5/25 - 9/28 26,563,582 7,996 $7,633

E-newsletter recipients will participate in a post-campaign survey in fall 2009. The Partners met twice
between April and September 2008 and held weekly hour-long conference calls. www.onlyrain.org

NVironment Newsletter: The Fall 2009 NVironment Newsletter highlights several initiatives including:
Community Energy Planning in Loudoun County, the Sustainable Shorelines and Community
Management Project, NoVA Clean Water Partner’s Pilot Study, and Coastal GEMS, among others.
www.novaregion.org/coastal

Chesapeake Bay Implementation: NVRC continues to serve on the Potomac Watershed and Northern
Virginia Urban Forestry Roundtables and participate as requested in tributary strategies, watershed
planning strategies, and related programs to protect water quality.

EA and Permit Review: NVRC continues to participate in the EA/EIS and permit intergovernmental review
process. Over the fiscal year, NVRC responded to 47 EA/EIS requests as part of the intergovernmental
review process.
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Figure 1. Northern Virginia jurisdictions located within Virginia's
designated Coastal Zone.
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Special Project Summary
Northern Virginia Clean Water Partners — Regional Stormwater Education Campaign

Calendar year 2009 marked the fifth year of the campaign, with a new radio public service announcement
“Switching Bathwater with Stormwater” airing 651 times on six radio stations including one Spanish
language station in May and June 2009. These advertisements reached approximately 355,446 unique
individuals an average of 11 times.

In preparation for the airing of the advertisements, the Partners conducted pre-campaign market research
with the assistance of Water Words that Work and Amplitude Research. The survey used an online panel
format to discern the most effective messages for an advertising campaign that encourages individuals to
take action to reduce stormwater-related pollution. Responses from the panel participants shaped the
language used for website content and online advertisements to be placed in the summer. Five hundred
Northern Virginians from the participating jurisdictions completed a 15-minute online questionnaire, which
involved listening to and rating two radio ads under consideration.

Some questions in the online survey were written in an identical manner to past telephone surveys
conducted by the partners to evaluate the impact that a shift in market research methodology has on the
results.

Respondents rated different messages as most compelling for each behavior. There was no single
overarching “best” message. For fertilizer web pages and advertisements, the most compelling messages
are “before it's too late,” “best for the yard,” and “working together makes a difference.” For dog doo web
pages and advertisements, the most compelling messages are to alert pet owners that “dog doo pollutes,”
and that “working together makes a difference.” For motor oil disposal web pages and advertisements, the
most compelling messages were “even a little oil is a lot of pollution” and “you'll pay a big fine if get caught.”
Respondents are far and away most eager to sign up for an email newsletter that contains money-saving
coupons they can use for their dogs, lawns, and vehicles.

Based on the results of the pre-campaign market research and survey, the Partners established a new
website format based on results from the pre-campaign market research and added individual pages for
each jurisdiction participating in the campaign. The website is a content management based program that
allows access for each jurisdiction to make updates as needed.

While the efforts over the last five years have proven to be effective, current budget constraints are
restricting the amount of funding available for radio ad placement. At the same time, the methods by which
residents are receiving their information are changing at a rapid rate. Traditional media outlets (television,
radio, and print media) are not seeing the widespread viewer, listener, and readership that they did five
years ago. Online information is easily accessible, particularly in the techno-savvy Northern Virginia region.
The May 2000 Commonwealth Internet Poll by the Virginia Commonwealth University revealed 71 percent
of Northern Virginia residents access the Internet at home.
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To extend the reach of traditional stormwater education through electronic formats, the Partners are
conducting a pilot study to explore the use of online advertising through search engines and social
networking sties. With a limited budget, the project anticipates taking advantage of the frequency of
exposure to the message and precision of targeting specific audiences that can be achieved by the use of
web-based advertising (Figure 2).

www.onlyrain.org

.0 ) May 11, 2009 - Sep 30, 2009
Visitors Overview ¥ P

Comparing to: Site

Online

May 11, 2009 May 24, 2009 June 6, 2009 June 19, 2009 July 2, 2009 July 15, 2009 July 28, 2009 August 10, 2009 ' August 23, 2009 ' Seplember 5, 20 ' September 18, 2

Figure 2. Comparison of ad driven visitor traffic to the onlyrain.org website between mid-May through
the end of September 2009. We can only speculate that the dip in August is due to less activity on the
web during the month.

A post campaign survey will be conducted online using subscribers to the campaign’s new e-mail
newsletter in the fall 2009. Throughout the pilot study, which occurred between June and September 2009,
a total of 84 individuals subscribed to the e-mail newsletter. A summary of campaign results are included in
Tables 1 and 2.

Table 1. Visits to www.onlyrain.org website and number of subscribers for e-newsletter between the months of June
and September.

Month Visits Subscribers
June 393 8
July 1,923 30
August 1,246 9
September 2,156 37

Table 2. Comparison of the number of people exposed to the radio or online advertisement (i.e. impressions) to the
number of visits to the onlyrain.org website and the amount of money spent.

Advertising Weeks IMDressions Website Cost
Medium Airing P Visits
Radio 5/11 - 6/15 355,446 676* $80,000.00
Online 5/25-9/28 26,563,582 7,996 $ 7,633+

*All visits that do not directly originate from the online ads are attributed to the radio ads.
**Based on the average observed cost per click of $0.95.
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Also, the results of the pilot study provide an understanding of associated costs for the various online
advertising channels (Table 3). Over the four months, the majority of the traffic to the onlyrain.org website
came from the social networking sites, which also cost the least per click.

Table 3. Comparison of costs between online advertising channels.

CHENITE: R Imp:-eosfz:ons Irr?p?rsetszliac:n Tg}ﬁzlléd CCCJZSI;[CFIJ(er
Google $884.08 1,138,033 $0.0008 953 $0.93
Yahoo! $1,565.71 886,330 $0.0018 1,072 $1.46
Facebook $3,330.05 13,709,106 $0.0002 3,779 $0.88
MySpace $1,853.44 10,880,118 $0.0002 2,192 $0.85
TOTAL $7,633.28 26,563,582 $0.0030 7,996 $0.95

In addition to the radio and online advertisements, the partners continue to promote complementary print,
video- and Web-based products (www.onlyrain.org) to aid in raising the awareness of Northern Virginia
residents about behaviors leading to non-point source pollution and the actions residents can take to
protect local and regional water quality.

By pooling outreach funds to reach a wider audience, Northern Virginia jurisdictions hope to change
pollution-causing behavior of those who allow contaminants such as fertilizer and dog waste to be washed
down storm drains. The total cost of the 2009 campaign is $124,000, which is funded by 13 local
governments and sanitary and drinking water authorities. In addition to the local contributions, the Partners
received approximately $150,000 in negotiated unpaid media from the participating radio stations.

At the July 2009 Virginia Planning
District Commission Summer
Conference, NVRC received the first
deVoursney Best Practices Award
for the Commission’s management
of the Northern Virginia Clean Water
Partners — Regional Stormwater
Education Campaign. The
deVoursney Best Practices Award is
given in recognition for initiating
innovative regional activities that
have contributed significantly to
effective operation and regional
cooperation in a multi-jurisdictional
area.

(I'to r) Joyce French, Executive Director with Southside Planning District Commission; Aimee Vosper,
Director of Planning and Environmental Services with NVRC; Mark Gibb, Executive Director with
NVRC, Hon. Martin Nohe, NVRC Commissioner (Prince William County)
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Technical Workshops

NVRC is responsible for hosting four workshops annually. Past examples include: onsite wastewater
systems operations and maintenance, blue/green infrastructure planning, factors affecting the delivery of
pollutants to downstream waterways, and Chesapeake Bay Local Assistance trainings. Summaries of the
workshops hosted in fiscal year 2007 are below. Their corresponding agendas, attendance list, and
feedback responses, if available, are provided in Appendix C.

New Chesapeake Bay Regulation Guidance and Requirements

In partnership with the Virginia Department of Conservation and Recreation’s Division of Chesapeake Bay
Local Assistance (DCR-CBLA), NVRC hosted two workshops promoting the Division’s Phase Ill Program to
the local Chesapeake Bay Program Managers throughout the region. DCR-CBLA staff presented
information regarding the review and revisions required of the tidewater jurisdictions’ ordinances as they
relate to minimizing land disturbance, preserving indigenous vegetation, and minimizing impervious cover.
Participant feedback revealed an overwhelming desire to continue semi-annual meetings with DCR-CBLA
staff on the Chesapeake Bay Regulations. Participants appreciated the open dialogue forum which
provided the opportunity to ask questions and receive responses directly from DCR-CBLA staff.

Beautifying Your Yard for Clean Water — Rain Gardens for Residents

NVRC co-hosted the Gardening for Clean Water workshop for Arlington County residents, in partnership
with the Northern Virginia Soil and Water Conservation District and Arlington County Department of
Environmental Services. The workshop introduced 40 participants to designing, building, and maintaining
small-scale rain gardens. This workshop represents the fourth of the Gardening for Clean Water series,
since 2006. Feedback from participants was overwhelmingly positive. A follow-up survey was sent to 110
individuals who participated in this and in previous workshops. Thirty responded. Of those, six installed a
rain garden. However, the majority realized their site was not suitable for a rain garden after attending the
workshop and instead applied a different technique, such as diverting their downspout to a normal garden
or installing a rain barrel.

Shoreline Management

Two workshops featuring representatives from the Virginia Institute of Marine Sciences (VIMS) focused on
integrated shoreline management and shoreline management planning. Julie Bradshaw (VIMS) spoke with
NVRC and eight staff liaisons representing Fairfax and Prince William County’s Wetland and Chesapeake
Bay Review Boards and the Town of Occoguan. Representatives from the Department of Conservation
and Recreation — Chesapeake Bay Local Assistance and the Virginia Marine Resources Commission
(VMRC) were also invited.

Julie presented a series of PowerPoint slides that focused on coastal processes and jurisdictional
boundaries; shoreline management practices; VIMS integrated shoreline management approach; and Joint
Permit Applications considerations.

The impetus for this workshop is due to a change in the way that VIMS will do business regarding their
development review process. VIMS staff will no longer visit Northern Virginia to review every development
proposed along the shoreline. However, they may participate on a case-by-case basis. This change is
particularly due to the permitting process in which staff members from VIMS are often involved too late in
the development planning process for their suggestions to be considered — the homeowners have already
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invested significant money in planning and design by the time VIMS is involved. Instead, VIMS will work to
be more proactive by increasing the knowledge of local staff and homeowners on various shoreline
management techniques. Local staff mentioned the important advisory role that VIMS staff played in the
past and raised concerns regarding their limited involvement in the future. During the discussion, local staff
mentioned various tools that would be helpful in filling the gap, including informational brochures, shoreline
management plan, and stabilization recommendations for waterfront properties upstream of the Occoquan
Dam. This discussion and the concerns raised by local staff resulted in VIMS pursuing a grant to develop a
shoreline situation report for Alexandria, Fairfax, and Prince William Counties, awarded September 2009.

A follow-up workshop on Shoreline Management Planning, led by Scott Hardaway, Shoreline Studies
Program Director at VIMS, introduced participants to the elements of shoreline management planning and
provided an overview of completed projects along the Middle Peninsula and Eastern Shore of Virginia.
Following the presentations, the group engaged in a dialogue about opportunities in Northern Virginia and
the benefits of shoreline management planning. With a better understanding of the benefits of a plan,
along with the knowledge of the upcoming shoreline situation report, the participants asked VIMS and
NVRC to identify and pursue funding opportunities to develop a shoreline management plan in Northern
Virginia.

10
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Intergovernmental Reviews

In FY2008, NVRC reviewed and responded to 47 documents as part of the intergovernmental review
process. NVRC has not received notice of significant changes in projects due to comments provided by
NVRC staff.

Additionally, NVRC staff responsible for responding to reviews attended the Federal Consistency Workshop

hosted by NOAA in Dover, DE on April 21, 2009. Their participation resulted in a better understanding of
the overall process of the program.

Coastal and Chesapeake Bay Implementation

NVRC continues to support state and local groups engaged in watershed planning initiatives, tributary
strategies, and other Chesapeake Bay-related efforts including the following projects:
e Coastal Planning District Commissions Planning Meetings
o January 12, 2009
o June 11, 2009

e Virginia Coastal Policy Team
o February 18, 2009
0 September 30, 2009

NVRC staff participates in and supports the implementation of meetings and conferences for the following
organizations that meet quarterly:
e Potomac Watershed Roundtable
A regional government — citizen forum whose purpose is to promote collaboration and
cooperationon environmental concerns, especially water quality issues, among the various local
governments and stakeholder interest groups residing within the Virgnia side of the middle and
lower Potomac River watershed. Meetings attended include:
0 October 3, 2008
o January 9, 2009
o April 3, 2009
o July 10, 2009

e Northern Virginia Urban Forestry Roundtable
Citizen members of tree boards and commissions, elected officials, urban foresters and arborists,
landscape architects, builders, developers, and planners desiring to enhance and protect Virginia’s
urban forest. Meeting attended include:
o November 14, 2008
o February 12, 2009
o April 16, 2009

11
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NVironment Newsletter

Every year, the Commission produces the NVironment newsletter highlighting environmental topics of
interest to Northern Virginia jurisdictions. Approximately 1,100 planners, engineers, interested residents,
and elected officials throughout Virginia and the mid-Atlantic region receive a copy of the newsletter.
NVRC also posts it on their website at www.novaregion.org.

The 2009 issue includes articles on:
e The development of the Loudoun County Energy Plan;
The Sustainable Shorelines and Community Management Project;
Efforts by public schools in Northern Virginia to improve the efficiency of their facilities;
Pilot study on the use of online advertising to prevent stormwater pollution;
Virginia Coastal Zone Management Program’s Coastal GEMS
The Potomac Heritage National Scenic Trail
Implementation of the Four Mile Run Stream Restoration Master Plan
The Chesapeake Bay Executive Order.

NVRC houses past issues of the NVironment from 2003 in electronic and paper format. They are available
via the Commission’s website at www.novaregion.org/newsltr.htm. Prior issues are also available in PDF
format, upon request. A copy of the Fall 2009 NVironment is included as Appendix E.

12
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Appendix A

Northern Virginia Clean Water Partners

Regional Stormwater Education Campaign
2009 Campaign Plan

13
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Regional Stormwater Education Campaign
2009 Plan

The 2009 Plan details the efforts to be completed throughout Calendar Year 2009 for the Regional
Stormwater Education Campaign.

Project Background
Since 2003, Northern Virginia's local governments and several water and sanitary sewer authorities
have contributed both in-kind and financially to the planning and implementation of the Regional
Stormwater Education Campaign. The campaign is a collaborative social marketing effort, with an
overarching goal of improving the region’s water quality by changing the pollution-causing behaviors of
our residents.

The Regional Stormwater Education Campaign leverages funds to achieve common goals regarding
stormwater education and outreach and promote consistent messages for fertilizer and pesticide use,
pet waste disposal, and motor oil recycling.

The campaign satisfies MS4 (Municipal Separate Storm Sewer System) Phase | and Phase Il permit
requirements for stormwater education and documenting changes in behavior. The campaign results
have shown that residents hearing the campaign radio ads report a reduction in pollution causing
behaviors.

2009 Plan
The 2009 Campaign will include a pre-campaign survey, improvements to the campaign’s website,
traditional radio advertising and a pilot study to test online advertising in the Northern Virginia market.

The Partners will work with Water Words That Work, LLC and Media Vision, Inc.

Pre-Campaign Survey - The pre-campaign survey is a critical step in ensuring the campaign’s messages
and products are hitting the right targets. The survey will take advantage of existing online marketing
and surveying companies. The information gleaned from this process will be used to steer the
campaign’s efforts over the next several years.

Website Design Improvements - The campaign’s website (www.onlyrain.org) will become significantly
more dynamic and direct visitors to take action. Through our marketing consultant, the Partners will
work with a professional web developer to map out the site and provide content for uploading. The
Partners will also determine what actions they would like visitors to take.

Radio Advertising - Results from the spring 2008 campaign survey showed a significant increase in the
number of people who recalled hearing the advertisement. This statistic encourages the Partners to
continue placing the radio advertisement on air. Over the previous campaign years, the top two radio
stations, which survey respondents state listening to, are news stations - NPR and WTOP. The
Partners received significant unpaid media services through WARW (The Globe) that continued beyond
the four weeks of the ad airing. The region’s Spanish-speaking station, WLZL, continues to get
widespread listenership from the region’s Latino community. It is suggested that efforts focus on these
four radio stations. In spring 2008, the Partners received approximately $300,000 in negotiated unpaid
media through interviews, web banners, and additional PSAs. Unpaid media is an important facet to
the campaign and will continue to be sought after.

14
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Pilot Study — Online Advertising - The methods by which residents are receiving their information is

changing at a rapid rate. Traditional media outlets (television, radio, and print media) are not seeing
the widespread viewer, listener, and readership that they did five years ago. Online information is
generally free to readers and is easily accessible. Google and Facebook are recommended as the two
web portals to place advertisements as they continue to be in the top five for web traffic and
advertising on them is “pay per click”. This method allows the Partners to pay only if the viewer clicks
on the advertisement. The ads can be strategically targeted to the user based on zip code and other
user data, allowing for a more refined campaign marketed solely to our selected target audience in the
Northern Virginia region.

Budget

NVRC proposes a total budget of $117,748 for the 2009 campaign. This is a 36 percent decrease from
the 2008 budget ($181,500). A budget of this size will allow the Partners to continue a scale-down
version of the traditional radio campaign, while also exploring a cutting edge approach to social
marketing, through the pilot study.

Radio Adv ertising /
66% R~

Breakdown for $117,748 Budget

Online Adv ertising

11%
Follow-up Survey
/ 1%
Final Report Preparation

- 2%

Pre-campaign Survey

I 12%
Website Improvements,

Updates, and e-newsletters
8%
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2009 Financial Commitments per Partner

Partners 2009 Financial Commitments
City of Alexandria $3,000
City of Fairfax $1,500
City of Falls Church $1,050
Arlington County $12,000
Fairfax County $50,000
Loudoun County $16,275
Stafford County $5,000
Town of Vienna $1,000
Town of Herndon $1,800
Town of Dumfries $500
Town of Leesburg $2,000
Loudoun Water $2,500
Fairfax Water $5,000
Carryover from 2008 Campaign $17,923

Total $117,748

General Timeline for 2009 Campaign
Prepared by Water Words that Work

Task Effort  an 2008 Feb 2009 Mar 2009 Apr 2009 May 2009 Jun 2005 Jul 2009 Aug 20:09 Sop i
¢ 1) Contracting 2w n
¢ 20 Eickoft/Manning/ Goal Setting ow [
e 3 EBvaluate survey firms Iw I :l
¢ 4 Pre=Campaign Survey B 'Y )
& 50 Launch website Ew .}—‘_,
& &) Email signup/database B .-:-_,
¢ 71 Ad dewelopment Bw L S S |
« B Adplacement 1bw i y
& 9 Email newsletters 12w .a )
& 10 Followup survey dw ,L—
& 111 Final Report o " ).1—)
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Appendix B

Northern Virginia Clean Water Partners

Regional Stormwater Education Campaign and
Pilot Study Final Report

17 September 2009
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WATER WORDS

* In April 2009, Water Words That Work, LLC and Amplitude Research conducted an
online panel survey of Northern Virginia residents to attempt to discern the most
etfective messages for an advertising campaign to encourage individuals to take
action to reduce pollution.

* 500 adults from the participating jurisdiction completed a 15 minute online
questionnaire, which involved listening to and rating two radio ads under
consideration.

* Some questions in the online survey were written in an identical manner to past
telephone surveys conducted by the partners -- to evaluate the impact that a shift in
market research methodology has on the results.

* This memo summarizes the findings most relevant to the project’s immediate
next steps: Selecting the appropriate radio ad, building out web page content, and
crafting our online ads.

* Full survey results are posted in the Only Rain workspace in the Chesapeake
Network.

Thursday, April 30, 2009



Z/

WATER WADNHC

Message Testing

Respondents rated different messages as most compelling for each behavior. There
was no single overarching “best” message.

For fertilizer web pages and advertisements, the most compelling messages are
“before it’s too late,” “”best for the yard,” and “working together makes a
difference.”

For dog doo web pages and advertisements, the most compelling messages are to
alert pet owners that “dog doo pollutes,” and that “working together makes a
difference.”

For motor oil disposal web pages and advertisements, the most compelling
messages were “even a little oil is a lot of pollution” and “you’ll pay a big fine if get
caught.”

Respondents are far and away most eager to sign up for an email newsletter that
contains money-saving coupons they can use for their dogs, lawns, and vehicles.

Among the two radio ads, respondents clearly preferred the “Tom and Sandy
Hillman” ad that mimics the old Folgers Crystals coffee commercials.

Thursday, April 30, 2009
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e Demographic Summary

* The shift from traditional telephone polling to an online panel clearly altered the
demographic makeup of the sample

* However, respectable samples were gathered from all major age brackets and
ethnic groups, as well as each participating jurisdiction.

* Compared to the 2008 sample, the 2009 sample is noticeably younger, somewhat
whiter, and a little bit more female.

* Compared to the 2008 sample, the 2009 sample is slightly less likely to be involved
in lawn care or walk a dog, and equally likely to change their own motor oil.

* Both samples display similar patterns of knowledge about sources of pollution in
local waters, and similar faith in the importance of individuals in rectifying the
problem.

Thursday, April 30, 2009
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| |
WATER WORDS
THAT WORK

Most panel respondents report that they were
unfamiliar with experts recommendation that
they fertilize in the fall to minimize water
pollution.

Their response to the second question should
be interpreted to indicate a basic receptiveness
to the notion that individual actions to reduce
water pollution is important -- not as
commitment on the part of the homeowners to
alter their fertilizing habits.

When it rains, lawn fertilizer can get washed down storm drains, into local
waterways, and eventually into the Potomac River and Chesapeake Bay. Some
experts recommend that homeowners fertilize their lawns only in the fall to reduce
environmental impacts. Have you heard this recommencation before?

egund Reaponse Cholce Fregquencies Count
! Yes A 145

2 Ne — 305

3 2Nt krow [/ rot sute - 10.0%¢ SC
Total [N) 300

Does hearing this recommendation make you personally more or less likely to
fertilize only in the fall? Cr, if you co not fertilize a lawn yourself, does this make you
more or less likely to encourage others to fertilize only in the fall?

Llegend Response Chaice Frequencies Connrt
Much less Tkely l 1.2 5
P, SUMewhatl sy likey . 3.8% 19

Woukd rot change iy behavor

Somewhst mare Ikely 44 I i21

S Much more likey
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WATER WORDS
THAT WORK

Fertilizer Messaqges

Now, which of the statements you just rated ¢o you think would be the most

effective at persuading you {or others) to fertilize the lawn only in the fall? (Select

only one)

Loegerd

»—-

*N

Reaponse Cholce

when it rains, fertilzer gets a:.r'c: Sown
Gorm dranrs 2nC decomes d big poluter

mF Lol L d 1
CF 0L watlermays

runcft zoon, T W
SOMEe sdecies of cr

If we don™ reduce P
!

Many vard professionas say fertilizing n
the fal i1s pctunlvy the st Lerwe for lanr

Fealth

Many Fomeoaners are saiiching to fall
festilzing, arnd ths has slewady reducnd
colution., If we all work together and
MOse swWich, It Coan make 8 by A pee e

Water colluton sffects pvesybody and the
trends ‘o local waterways are alarming
IU's yrgent thatl Homeswrers 4o thelr s

L0 Keep the walter Cean

We enioy clean water here In ‘.’ e
Virgria, Homeogwrers SSou e Jo Lher pant
L0 ensuse future generations enjoy this

Toral (N)

fregquences

€.8%
sJ.00

. o

KT

Count

s00

When asked to pick among the most compelling fertilizer messages, respondents essentially split their vote
among three they found most compelling - “before it’s too late,” “”best for the yard,” and “working together
makes a difference.” Simple knowledge of the fertilizer / water pollution connection was seen as less
compelling.
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WATER WORDS
THAT WORK

Most panel respondents report that they did
not realize that dog doo is, in fact, a significant
source of water pollution.

Their response to the second question should
be interpreted to indicate a basic receptiveness
to the notion that individual actions to reduce
water pollution is important -- not as
commitment on the part of the homeowners to
alter their fertilizing habits.

Some experts say that dog waste (or "dog dog™) left on the ground is a significant
source of water pollution. That's because the doo is full of germs, and the rain
washes it down storm drains inte local waterways. Before this survey, have you
heard reports or stories discussing dog doo as a significant pollutant of local
waterways?

Legend Response Chaice Froeqguencies Couns
. Yes - 449N 112
3 Don't know J not sure - 8.0% 40
Total (N) SO0

Does hearing this make you personally more or less likely to pick up after your pet?
Or, if you do not have a doq, does this make you more or less likely to encourage
others to put dog doog in the trash, not leave it on the ground?

Legend Response Choice Frequencies Couns
Much less likey l 1.6% 8
< SOmenhal wess akely . 1. 8% K
h Would a0t change my behavior _ 25 by <5
- Somenhal more lioey _ 27.5% 138
5 Much more ikely _ 30 &%, 199
Total (N) SO0
8
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ww Dog Waste Messages

Now, which of the statements you just rated c¢o you think would be the most
effective at persuading pet owners to pick up dog doo? {Select only one)

Loegerd Reaponse Cholce Freguenaes Count
wWhen it rars, ronof! washes dog waste
: ::‘..'..-o‘ ‘.-::o_o?o ~:-.' Y'\_ l,o...' , f'.':f TN » — —.‘.. ] ?.:(.
- X E T -
soafcant poinntart of ol watesways
o we don't reduce poldution from germ
2 infested dog oo 2000, & will be oo Iate - 15 0% 75
t0 S3vVe some species of crads ange fisk
of yOu don't DK up e your dog, your —-=
3 ! | ¥ J ' . ’ .“ _:t_l
NeIghocrs will think you are rude. ’
MOre omners are pCcking up 9o doo, and
: this reduces polution. If we 2l work - o
- 16 1%, Jd2o
together and do the same, £ can make 2 g
big dfference
Water pollut on affects evesybody and
- Lhe Leencds Far ocal watesways are - -—
- " ~. 4 .: |:‘ h‘.
alarming. IU's yroent 1hat pel aonrers do
ther DA 0 Xeep the water cean
We enioy Can waler Herw i Nortbere
Viegria, Vet owness should 3o ther port
o 1.0H° i
Lo ersure futuse generations @naiay s
LOO
Tota!l (M) 200

Panel respondents report that being made aware of the water pollution aspect of dog doo would, in and of
itself, be a significant reason to clean up after their pets. Knowing that other dog owners are doing their part
and this adds up is the second most compelling reason.
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w=ze Motor Oil Messages

Now, which of the statements you just rated ¢o you think would be the most
effective at persuading people to properly dispose of / recycle motor gil? {Select only

3
one;
Logerd Reaponse Choice fregoencies Count
I motor oil is dumeed on the ground or
1IN S1oem drans, tain can wash it imo ocal _ 3
. : i~ q:.-_ L 'y
waleswavs. Fven 8 itte ol coctaminales —e
8 ot of watler
If we don't recuce poliution from
2 dumping motor oil soon, it will dDe oo Ixte - 11.0% S5

1O save saome soecies of crabs and fxh

Dumping mctor oll on the groung or
3 down 3 storm Crain S against the law; _ 24 4% 122

you will g2t 2 Dig fine If you are caughe.

There are many convenient ocxtions near

kK YOU WHere you can drod off motor ol for - 17 6% o)
recycing
Water paliution affects everybody ang the
trencs for 10Cal matorways are slarming. - -
S r - — - - 9h'n "-:'
It urgen: that home mechanics do the'r
par: 1o eep the water clean.

We @m0y Cran waler Bece © Nosthern

Virginia, Mome mechancs should 3o ther *
o 7.5% 2

part 10 ersure fUlure gerersl oens erooy
ths 100

Total (N) Co

When asked to pick among the most compelling motor oil messages, respondents rated “even a little oil
contaminates a lot of water” and “big fine if you get caught” as the two most compelling.

10
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wwe Newsletter Offer

Now, which of the offers you just rated would be most likely to persuacde you to sign
up for an e-mail newsletter about your yard, doqg, or car? (Select only one)

Legens Respones Chaoice Frequencies Count

5 Noee of these would intecest me ot & . . 2N 25

Total [N) 500

Respondents named money-saving coupons as their runaway favorite reason to sign up to receive an e-mail
newsletter from the Northern Virginia Clean Water Partners.
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Radio Ads

THAT WORK

The following question relates to the ad: "Tom and Sandy Millman.”

=“ow would you rate your level of agreement or disagreement with the following
statements about the ad you just heard?

The following question relates to the ad: "It's time we all listened to
the children.”

=ow would you rate your level of agreement or disagreement with the following
statements about the ad you just heard?

Strongly Somewhat Neithee S Somewtat Strorgly Yot Mear Stardarad
Dicaqgree Dieagree Neutral Agres Agree N Medor Jevation Strongly Somewhat  Neither/  Somew®at  Strongly Tota Mear Stardard
Logend 1 2 3 & 5 Dicagree Diqgree Neutral Agres Agree N) vestare Devation
The message of 9 o8 93 > o 3.7 Legend b 2 3 o s
the 2d is = e s = e 500 ; 1.08 The message of - - - - ——
) 3.8% 1.8% 18.4% 4C 8% 25.2% 4.0 S = he T 8 12 68 212 200 4.17
delevabie. the 2 is 1 €9 > A%k 365 47 &t $0.0% 500 4.0 0.86
. . ' . 18 .78 delevabile. e sciser et 3
e ad s P b ol 4 152 S
enertaning. &.6% 10.0% 8.2% 36 8% 30.4% 00 4.0 o The ad s 2a 72 202 151 ot Ranl S 1.0
emertaning. 5.8% 14.4% 40.4% 30.2% 9.2% 3.0 -
™he ad s 1 " S 2213 131 .03
oersudsive 3 0% 2 &% <8 a% a4 5% 26.2% S00 4.0 1.0 e ad s 15 a4 106 22¢ 109 200 3.74 0.9
DeTsuas Ve 3.0% 8.8% 21,2% a5 2" 21,89 4.0 -
| alvays grcoee acds M) 156 165 L 4 27 2.54
sou 1.0% | shnvays grore ac v PN 164 8 | & .69
< this 18.0% 31 % 12 &% 5 3% 1.0 ainay i a40s L] J Ll ) . o
’ . e this 16 28.6% 12 16.0% 7.0% 300 1.0 1.13
Hearing this on the s
rado wiuld realy Heanng < [: on the
rad o N Adr |
wateh my atterton 25 ) 102 211 111 1648 &S00 would really
; - o " a af an n " ne ~00 1.0% cateh my attert an 3¢ 139 12?7 r2 3.35%
nd Inflaerce the - o N4 R e 4.0 and inferce the o 27.8% 35 4 14,49 s00 1.0 2.1
way ] think about av 1t
e anvrormen .-" .‘. :
. . PNV re
The a¢ motivates The a¢ motivates
me to be more me 2o be more
careful about 20 i85 109 206 137 3.82 careful about ) 123 r 104 69
aolktants that ¢an & (Y%, 6 & 1.8 as ’7 0 L“ou 2.0 1.02 areful abx 4.4" 37 .4‘1 104 %00 RN 1.02
poitar hat : ), 6% 4] A P, b . aolutants that cas 4 4%, ? AN, 24.2% 43 2% 20.8% 4.0
get washed donn get washed donan
storm drains storm drains

Respondents solidly preferred the “Tom and Sandy Millman” ad to the “It’s Time We All Listened to the
Children.” Although they found “children” to be more believable, they also reported they would be more

likely to ignore it. Panelists rated “Millman” to be more persuasive and attention-getting.
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Demographic Highlights
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YR e Respondents

Which of the following best describes where you live (county or city)?

Logerd Reaponse Cholce Freguencies Count
1 Alexandria - ' 20 &0
2 Arlington - 12.8% 4
3 Dumfries | .43 .
4 Falsfax [ty of) l 1.8% 9
5 Fasfax [courty of) _ L% R 169
& Fa s Chureh l 3 4%, 194
7 Herndon . § 1 15
s Lecsburg . 3. 4% 17
J Loudoun County - 5.6 43
19 Manassas B 26 13
11 Pronce Wiliam Courty 13 2% s
12 Staffore . 2 6%, '3
13 Vienna I 2.4 ¥
14 Nane of the abowve 0

Total (M) 500

Survey responses were gathered from all participating jurisdictions.
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. 2008 vs. 2009 by Age

20%

15%

10%
I b~

B 2008 Phone

= 2009 Online

No suprise, the online panel sample includes far more responses from people in their 20s and 30s than the
telephone sample. The telephone sample gathered more input from those in their 50s, 60s, and 70s. The

methods were roughly comparable for individuals in the 40s.
15
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. 2008 vs. 2009 by Race

80%
60%
40%
20%
African AT m “ M 0%

B 2008 Phone = 2009 Online

Overall, the 2009 online sample was whiter than the 2008 telephone sample. The online sample more
successfully gathered input from Hispanic residents, but reached slightly fewer African-Americans.

16
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%2008 vs. 2009 by Gender

60%
45%
30%

15%

0%

B 2008 Phone

B 2009 Online
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Z/

WATER WORDS
THAT WORK

Sources of Pollution

What do you think is the number one cause of pollution in local streams, the Potomac
River, and the Chesapeake Bay?

Legend Response Choice Frequencies Connre

-

-
O
n"

r, Soals

[ 44
n
o
5 .

IS
..- .o
L4
:

Chemcan/Chemcal runclf

anping Jlillegs! dumoing

'

8 Mool - 10 4% 5

v <1 ¥ (ot speafic - 12.4

10 Sewage,/ Waste - 8.0% 4
Oeher I a f%, 24

12 oonT know

ra
o

A

AL

S

.‘.

e Ty
WS T

-
L)

Tetal (N) >0

In the 2008 telephone poll, respondents identified these two as
the top sources of pollution, as well.

18
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ww=importance of Individuals

80%
60%
40%
% 20%
Not at a & “
Not too 0%
Somewhat
Very
B 2008 B 2009

<ow important ¢o yvou feel the role of individuals is in maintaining the quality of
water in local streams anc rivers, the Potomac River anc the Chesapeake Bay?

19
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T Vspe Target Be haviors

40%
30%
v 20%
10%
0%

Walk Dog
Fertilize Lawn

Change O

B 2008 B 2009
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Northern Virginia Clean Water Partners
Regional Stormwater Education Campaign

Radio Summary

2009 Northern Virginia
Clean Water Partners

Fairfax County | Arlington County | Loudoun County | Stafford County | Fairfax Water | City of Alexandria | Loudoun Water
City of Fairfax | Town of Herndon | City of Falls Church | Town of Leesburg | Town of Vienna | Town of Dumfries
Northern Virginia Regional Commission | Virginia Coastal Zone Management Program



Overview

m New Ad — Folgers Coffee-themed
“Replacing Bathwater with Stormwater”

m Ran for 3 weeks total (2 weeks on, 2
weeks off, 1 week on)

m Aired a total of 651 times over 6 radio
stations




Radio Station List

Station Name Number of Spots
: (97.1 — SO}/tV/Q?J:j;EMemporary) 141
° (1002/? I(Zcia_s,lgilc\:/lHits) 162
> (105.1 — CE\a/s\./ \I]rllzfﬁ-igll\{lralk-Sports) 81
: (99.1 _V\sl’lrfaner]: 'II\'/:opical) 81
> (10?Y.\é-llcl)\I|Z\-NFsyll'alk) 87
6 WWDC-FM 99

(101.1 — Alternative)

Market Total 651



2009 Radio Campaign Reach

Total Number of Spots

651

Average Audience Size
(Total Gross Ratings Points)

546.0

Percentage of Target Audience
Reached & Average Number of
Exposures

48% with an average
of 11 exposures

Individual Exposures
(Unique Impressions)

355,446




Comparison 2005 - 2009

Campaign Goal 2005 2006 2007 2008 2009
Months Aired o June and July April and May April and May April and May May and June
(Number of Weeks) 4 4 4 4 3)
Budget - 150,000 150,000 150,000 150,000 80,000
Number of spots 895 1,115 1,111 1,064 651
aired
Unpaid Media
Acquisition - $63,785 $63,785 ~$100,000 ~$300,000 ~$100,000
(Bonus spots, PSAs)
Total Gross Ratings | g4, 831.2 1014.8 1,008.4 688.8 546.0
Points*
Percentage of
Target Audience 60% with an 70% with an 72% with an 58% with an 48% with an
Reached & Average average of 10 average of 12 average of 14 average of 12 average of 11
Number or Times exposures exposures exposures exposures exposures
Exposed
unique 681,458 1,031,300 1,008,400 733,096 355,446

Impressions**

*Total Gross Rating Points are a unit of measure of audience size. It measures how well the campaign reached our target audience by
reflecting the percentage of the target audience reached multiplied by the number of exposures or frequency.

**Unique Impressions are the estimated number of exposures of the radio message to individuals.




Added Value

m \Web banners
m Recorded 5s, 15s, 30s, and 60s PSAs

m Additional week of free spots on WJFK and
WLZL

m Sponsorships



Web Banners

Applying too much A v 2

fertilizer to the yardis a _ Y e USRS T

rookie mistake.. Most do it yourselfers

B N WL dispose of their oil properly
e et TR by recycling it




Dashboard May 18, 2009 - Jun 21, 2009

[ ar visits =] | ) i = S1E]
TO [ ;Ts_lrtssl:%}l‘ May 28, 2008 },.. TO
&
35._ - /.1-"'. \ f.‘- /. 35
-"""".._,. — [ DT —— N ® B
\..-—-l"’. = ﬁ.“.-—-/ .-."""o-'"""'-.....-!""" i -.-"'---
| May 18, 20089 [ May 25, 2008 | June 1, 2008 [ June 8, 2009 | June 15, 2008

N oA\

635 visits 52.44% Bounce Rate
VAT VN NoradenMa

1,748 Pageviews 00:02:35 Avg. Time on Site

MWM
2.75 Pages/Visit T71.65% % New Visits

# Traffic Sources Overview # Content Overview
Pages Pageviews % Pageviews
M Direct Traffic 539 36.56%
400.00 (52.95%)
] Reiern'ng Sites fabout-2/ 186 10.64%
130.00 (20.47%)
) flawn-and-garden/ 108 5.24%
M Search Engines
105.00 (18.54%;) Inews-and-updates/ &3 5.03%
Idog-lovers! G4 366%
view report view report




Only Rain 2.0
Campaign Final Presentation

Eric Eckl
11/03/2009
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Y What's a Pilot?

STAR TREK

The Cage
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The Original Televisian Pilot Episode
With Special Remarks By Gene Roddenberry
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Y What's a Pilot?
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The Cage
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The Original Televisian Pilot Episode
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Yo YRt What’s a Pilot?

ATAR TREK

The Cage
(PISONE 1

The Original Television Pilot Episode
With Special Remarks By Gene Roddenberry
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TTTTT WORK

* What is a Pilot?

* Overview and “The Slope”

* Ad Performance Highlights

* Web Analytics Highlights

* Newsletter Highlights

* Recommendations for “Cast” to Keep

* Recommendations for “Cast” to Change
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WATER WORD
THAT WORK
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4
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5@ &} myspace.

€l

We ran online ads from May 28 to October 6 -- about 4 1/2 months. We started first with Google, and

then added Yahoo!, Facebook, and MySpace. We targeted our ads to residents in the participating
jurisdictions. The sites allowed for varying levels of geographic precision, but all are more precise

than print or broadcast advertising. 3
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“Where They Came From

10.

1.

12.

13.

14,

15.

16.

18.
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20.

Ariington
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Chantil ¥
Ft Myer
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Leesburg
Ashburn
Mernfield
Woodbridge
Richmond
Burke
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Annandale

Dumfries

Fredericksburg
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1000
750
500
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0
The Slope
B Saw Ad B Visited Site

B Signed Up for Newsletter B Completed Survey
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WATER WORDS
THAT WORK

Do You Love Your

Dog? o aen Change Your Oil Pro Lawncare Advice

Waterways Yourself?

e J
Help Fido be a good

neighbor. Tips for Virginia
dog owners.

We offer money-saving T eSS Keep fertilizer where it
i ' 14T | . 22 Al

coupons for products that NoVal Cat: teis Toi hoime belongs. Save money with

reduce pollution. auto repair tips and coupons.

,' | ;——VIV Y £ \ Advanced Search
& ) recycle motor ol arlington Search ) Protorancas

Web Show options... Results 1 - 10 of about 37,700 for recycle motor oil arlington. (0.29 secc
Recycling Used Motor Qil and Battery Disposal ; Water & Wastewater ,,, Sponsored Links
Jul 14, 2008 ... Name of Center, Motor Oil? Oil Filter? Antifreeze? ... Arlington County Fire i
Stations with Battery Recycling Containers .. Change Your Qil Yourself?
www.arlingtonva.us/Departments/Environment -Iaem es/ npcp Don't mix oil and water by mistake
EnvironmentalServicesWpcplUsedoil. aspx - 24k - hed - Similar pages - Tips and coupons for home mechanics
onlyrain,org/home-mechanics/
Household HazMat Program : Household HazMat : Arlington, Virginia Adington, VA

Arlington County Residents can bring household hazardous materials, .... Motor Qil
Recycling and Drop-Off Locations: Motor oil should be brought to one of ...
www.arlingtonva.us/departments/EnvironmentalServices/wpcp/
EnvironmentalServicesWpcpHouseholdHazMat. aspx - 34k

Our ads appeared more than 26 million times.
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e wonos Visited Site

.

Northern Virginia’Clean' Water Partners

Home About Us Dog Lovers Green Thumbs Home Mechanics Tips, Coupons, and More! Event Calendar

. Mt 1| ~ad V,
ow LONT LEt Y

" Hers in No
can have b

Northern Virginia'Clean Water Partners
IMorel  Event Calendar

\/  DontGo Yet!

»
.

Northern Virginia'Clean Water Partners

S 6,687 visitors let
the pages load.

& Home Mechanics

" Hero o Nowthem Virgiva, we iove 10 jump 0 our wolloded cars and dvive Lo the rver
or the ke for & fun day with Inends and famiy! We can keep doing et £ home
MECNENCS QSP0ES Of e LSET MOIor OF properly.
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WATER WORDS
THAT WORK

in
and
into

fean it

ybody’'s
0 keep

auch
ard

d they
pring
ik down
humbs

. Dog

Newsletter

Event Calendar

\/ Don't Go Yet!

Subscribe now for our
e-newsletter and you'll
receive tips and money-
saving coupons to help
you care for your dog,
lawn, and car.

Email Address:

Join Now

Search for:

News from rginia Clean Water Pa

S5 Tips, Coupons, and More!
h

Dear Eric,

Thank you for visiting the Only Rain Down the Drain website and
subscribing for our ¢-mail newsletter. This issue contains:

* Tips for house training a puppy and money-saving coupcns cn pet
supplics

* Ways to save money on fertilizer and rain barrels, plus tips on
organic gardening

* A checklist for auto-repair do-it-yourselfers and o money-saving
coupon for auto parts

B T s iy

Yip: House Training Your Puppy - Making a Good Home For You and Your Pet

- One of the challenges of having 2 great home for both you and your puppy is to make
. them follow rules around the house. Although this indeed is @ challenge, house
« Pg, troining your puppy as scon a5 you get them will give you good results in making an
’ ideal relationship with your dogs.
!

Here are some tips that may help you in house training your puppy.

.0.-\“

Click here for tips on housetraining your puppy

Coupon: Save Money on Petcare Service

Artington County Is making it even easier than ever to shop with local
merchants using the ShopArlington Savings Card, Visit the ShopAriington b)) ,v, L'}:}. 'O
site download 2 free discount card, good 2t vanous Northern Virginia
businesses, Incluging Passionately Pets!

Click here 10 save maoney on pet care!

106 individuals signed up for our newsletter.
About 1.6% of visitors.

13
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WATER WORDS
THAT WORK

“LY RA,

"0 coO N|A~'~e

Northern Virginia‘Clean'Water Partners

Home About Dog Lovers Green Thumbs Home Mechanics Survey Tips, Coupons, and More! Event Calendar

T \ \/ Don't Go Yet!
g,“ ) w0 U4 I

Only Rain Subscriber Questionnaire

Thanks for visiting the Only Rain Down the Drain website and subscribing for our tips and coupons m
minutes to tell us about yourself and offer any thoughts you might have for how we can improve our v

* Required

Do you live in the state of Virginia? * Subscribe n for our
e-newsletier and you'll
O Yes receive tips and money-
O No saving coupons ic help
you care for your dog,
lawn, and car.
Where do you live? * Email Address:

| City of Alexandria  +

Only 2 people completed our survey

14
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WATER WORDS
THAT WORK

Ad Performance

15
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+iAd Performance Summary

 In future campaigns, Clean Water Partners should
expect to spend somewhere $1,500 to $2,000 per
month. It will be hard to spend more.

« Search and social media sites have different strengths
and weaknesses -- but both are worth pursuing.

* More people see ads on social media sites, but they are
more responsive to ads on search engines.

* Dogs were our most popular topic, followed by water
generally, then motor o1l and lawn care last. Topics
performed quite differently on social network and
search engines.

« Ads that make a clear offer (tips and coupons) strongly
outperform those that provide information.

Wednesday, November 4, 2009
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WATER WODS Ad Performance

Impressions Clicks

@® Facebook @ MySpace @® Facebook @ MySpace
¢ Google ® Yahoo! ¢ Yahoo! ® Google

17
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R e Ad Performance

0.002

0.13%

0.001

0.001

Click Through
B Yahoo [ Google [ Facebook [ MySpace
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VT e Ad Performance

Visits to website, by topic

® Dogs ® Water
Motor Oil ® Lawn Care

19
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wwwr Information vs. Offer

0.05%

0.038%

0.025%

0.013%

0%

Click Through Rate

B NoTips/Coupons [ With Tips/Coupons

20
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waTER woRDs $ Com parisons

Radio 355,446 $80,000 $225.1
(5/11-6/15/2009)

Online 26,629,587 $7646 $0.29
(5/28-10/6/09)

Radio $80,000 $115.6
(5/11-6/15/2009)
Online 8,011 $7646 $0.95

(5/25-7/21/09)

Wednesday, November 4, 2009



e Total Ad Performance
Google 1,138,033 953 0.08% $0.93 $884.08
Facebook 13,727,209 3,783 0.03% $0.88 $3,333.97
Yahoo! 869,582 1,074 0.12% $1.46 $1,565.97
MySpace 10885763 2201 0.02% $0.85 $1,862.44

Total: 26,620,587 8,011 0.03% $0.95 $7,646.46

Wednesday, November 4, 2009
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Website Summary
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we\WWeb Analytics Summary

 Good News:

—1.6% of web visitors subscribed to email. This is a

healthy number. It is very rare to see it much
higher

—Average # of pages visited: 1.5 -- many visitors
explored the site after landing on the initial page

 Bad News:

—Average time on site: 47 seconds. They didn’t
explore very long.

—Bounce Rate: 78.75%. This is very high

Wednesday, November 4, 2009



%/
«Fop 10 County Issue Pages

Page Visits 7% of Total
Fairfax Dogs 103 1.54%
Arlington Dogs 67 1.00%
Fairfax Lawn 64 0.96%
Loudoun Dogs 61 0.91%
Alexandria Dogs 60 0.90%
Fairfax Mechanics 54 0.81%
Arlington Lawn 46 0.69%
Loudoun Lawn 46 0.69%
Falls Church Dogs 42 0.63%
Total: 543 8.12%

Wednesday, November 4, 2009
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Newsletter Highlights
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e Newsletter nghllg hts

 The rates at which subscribers opened and
clicked on links in the email were good --
except for our followup survey!

e But overall, the newsletter was a
disappointment -- the # of subscribers was
very small for the amount of effort we put
into it

» Approximately 40% of those who signed up
for email did not confirm their subscription




WATER WORD
THAT WORK

Newsletter

0.5

0.375

0.25

0.125

= o5

- v
.

ST Tips, Coupons, and More!

Clicked A Link

B Newsletter #1
B Newsletter #2

B Survey

Dear Eric,

Thank you for visiting the Only Rain Down the Drain website and
sub.'cnbr‘g for our e-mail newsletter. This issuc contains:
Tips for house training a puppy and money-saving coupens on pet

supplics
* Ways to save money on fertilizer and rain barrels, plus tips
org.rnc gardening

* A checklist for auto-repair cdo-it-yourselfers and o money-saving
coupon for auto parts

M P’C Tmmcno ,
) | g™ YOUR FIRST ORDER! o..g:“'““K?

Tip: House Training Your Puppy - Making a Good Home For You and Your Pet
- One of the challenges of having 2 great home for both you and your puppy is to make
”‘" .\ them follow rules around the house. Although this indeed is @ challenge, house
- ' training your puppy as soon 3s you get them will give you goo€ results in making an
ideal relationship with your dogs.

! Here are some tps thet may help you in house training your puppy.

Click bere for tips on housetraining your puppy

Coupon: Save Money on Petcare Service

Artington County is making it even easier than ever to shop with local
merchants using the ShopArlington Savings Carg, Visit the ShopArington '?":'_',_,' lﬁfi:)z
site download 2 free discount card, good 2t vanous Northern Virginia
businesses, Including Passionately Pets!

Click here 10 save money on pet care!

28
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WATER WORDS
ewsletter

¢ 10 6 tOtal Thank you for signing up for the Only Rain Down the Drain email newsletter!

Each issue is packed with tips and coupons to help you save time and money caring

subscriptions =~ e

We're not spammers! So please take just a second to confirm your subscription by

o But Only 60 clicking the link below:

Click here to complete the signup process.

Confirmed Thank you for signing up.
subscription

A project of the Northern Virginia Regional Commission
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WATER WORDS
THAT WORK

* No surprise, the
top links in our
email newsletters
were for tips and
coupons.

Newsletter Highlights

Top Performing Links

Link

Click here to learn more about the upcoming workshops

1080 S ywww.ariingtonva . us/ portals/topics/Climateevents.aspXx

Click here for more tips on preparing for Fall

1ttp:f/onlyrain.org/2009/10/05/tip-fall-orga

inic-garden-preparatio

Learn more about crate training your ¢cg

dls

— _— wlew A 2o 00)2 \ - ’ TR T, - ey
L. UJiliyid . o (| I-' o 2 4 I-‘ ‘-' -l & k—' AL UYS YUl WUl oy ddale-Lid {
-1 4

Click here to learn how to test your motor oll

Attp://onlyrain.org/2009/10/05/tip-motor-oil-analysis-testing-cn-the-c

Cick rere to learn to diagnose fiLid leaks.

ttp i f/onlyrain.org/2009/10/05/tip-leaking-car-fiuid-what-a-mess/

More click details...
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OnlyRain 2.1




%/ Recommendations:
* Only Rain 2.1

* We have learned a great deal about running
an online social marketing campaign

* But we have not yet achieved our goal of
being able to measure the impact of our effort
on residents behavior

* To get there, we must revise our campaign to
greatly increase the number of people who

complete a survey or questionnaire about
their actions

Wednesday, November 4, 2009




WATE woRps Kee P This Cast

« Continue to advertise on
Google, Yahoo!, Facebook,
and MySpace -- each one
performed well enough to
justify continued effort and
experimentation

» Continue to promote all
four issues -- there’s
enough interest in each of
them to justify continued
effort and experimentation

« Continue to emphasize tips
and coupons that they
want in addition to
reminders about what we
want

Wednesday, November 4, 2009



» Split the Sites: One for each
topic. Consider hiring a
blogger to generate content
for each site on a regular
basis, instead of relying on
statf to contribute content.

 Use Automatic
Newsletter: Each new
subscriber receives an 3
emails, once each month.
Content is “evergreen.”

* Use Quick Polls on the
Site: Do not try to email
survey.

34
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%/ Recommendation #1:
Split the Sites

« Split the OnlyRain ~“
o“n-m-:"' = ., =

website into four
separate websites, one e
for each topic area N

e This will reduce the ~m

amount of time visitors
i)

spend figuring out what

the site is about.
s.,,..,...-'

Northern Virgiria Clean Water Partners
. L Home Mecharies  Tpa, Coupona, and More!  Evert Calender

» Site navigation will make
it easier to find =1d —
jurisdiction specific e T
information "

« Consider retaining a
professional blogger to
provide the content .,

Wednesday, November 4, 2009



%/ Recommendation #1:
Split the Sites

THAT won!

Alexandria * Arlington * Dumfries * Fairfax * Falls Church * Leesburg * Loudoun

About

vV Don't Go Yet!

The Northern Virginia Clean Water Partners represent 11
Northern Virginia local governments, two independent
water and sanitary sewer authorities, and one regional
commission.

oA
Our goal is to work together to keep local residents R
healthy and safe by reducing the amount of pollution that eV €5t
reaches local creeks and rivers. We use educational et
advertisements, publications, and this website to alert the e

atwork@hotmail.com

citizens we serve about how they can do their part —

Wednesday, November 4, 2009


http://onlyrain.org/about-2/
http://onlyrain.org/about-2/

%/ Recommendation #2

WATER WORDS
YV IN NN AN
THAT WORK

Automatic Email

Emails are written in
advance of the
advertising campaign
Content is “evergreen”

Upon subscribing, sent
monthly for 3 months

Builds an email list we
can use for special
promotions, but low
effort

Ensures that optimal
spacing of newsletter s
not held hostage to your
busy schedules

& -'ﬁ A Tips, Coupons, and More!

Deear Eric,

Thank you for visiting the Only Rain Down the Drain website and
subscribing for cur e-mail newsletter, This issue contains:
* Tips for house training a puppy and money-saving coupons on pet

* Ways to save money on fertilizer
organic gardening

* A checklist for autc-repair do-it-yourse
coupon for auto parts

and rain barrels, plus tips on

fers and a money-saving

" N Ol T 5% OFF ¢ i
b T vouarmsroaoem ey 4

-

Tip: House Training Your Puppy - Making a Good Home For You and Your Pet

One of the challenge ':" having a great home for both you and your puppy is toc make
them follow rules und the house. Although this indeed is @ challenge, bouse

P, Lreining your puppy as scon as you get them will give you good results in making an
’n eal relatio nship with your dogs.
-

some tips that may help you in house training your puppy

Coupon: Save Money on Petcare Service

Click here for tips on heusetraining your puppy

Arlington County Is making it even easier than ever to shop with loca
lTlI'Qf' nts using |"(_ hapArlrr on Savings Ca rd Visit the S* pAdington {0 (=(TH |

v b d=15 Al e
site download & free discount cord, good ot varicus Northern Virginia PAN S
businesses, including Pessionately Pets! ' —
~ ) . | .
Click here to save money on pet care! ! -
W 1CX ore 10 Save cney On pet carg ) S
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ARecommendation #3: Quick
Polls on Site

* In 2.0, our followup
survey was Slmply Vote for last month’s
too far down the
slope to produce Vogen g s gt anca kot ot doge
200 d results. i

* Recommend placing
poll questions right

on the site to track

Most Ridiculous Lawsuit

Man sues Burning Man festival after tripping and falling into fire
Man sues Apple, claiming iPod equipped to receive threats from Mafia

Ex-employee sues after fired for pulling knife on coworker

Wednesday, November 4, 2009
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WATER WORDS
THAT WORK

“The Slope”

1000
750 MOVE THE SURVEYS FROM HERE
>00 TO HERE
250
0
The Slope
B Saw Ad B Visited Site

B Signed Up for Newsletter

B Completed Survey

39
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QUESTIONS?
NEXT STEPS

40

Wednesday, November 4, 2009



Northern Virginia Coastal Resources Technical Assistance Program
Annual Report

Appendix C

Northern Virginia Clean Water Partners
Planning Meeting Agendas and Presentations

86 September 2009



Northern Virginia

Clean Water Partners
Planning Meeting

Tuesday, January 13, 2009
9:30 - 11:30 a.m.

AGENDA

Welcome and Introductions

Il. Water Words that Work and Opportunities for the Partners
Eric Eckl, Principal, Water Words that Work
703-635-4380; eric.eckl@waterwordsthatwork.com
www.waterwordsthatwork.com

Il Discussion
e What are the current campaign challenges?
e Where do we go from here?
e How to make this easier in the future?

Fairfax County | Arlington County | Loudoun County | Stafford County | Fairfax Water | City of Alexandria | Loudoun Water
Town of Leeshurg | Town of Herndon | City of Falls Church | Town of Vienna | Town of Dumfries
Northern Virginia Regional Commission | Virginia Coastal Zone Management Program



2008 Partner Committed? Amount

City of Alexandria Yes $ 3,000
City of Fairfax No

City of Falls Church Yes 1,050
Arlington County Yes 18,200
Fairfax County Yes TBD
Loudoun County Yes 16,275
Prince William County No

Stafford County Yes 5,000
Town of Vienna TBD TBD
Town of Herndon Yes 1,000
Town of Dumfries TBD TBD
Town of Leesburg Yes 2,000
Loudoun Water Yes 2,500
Fairfax Water Yes 5,000

Fairfax County | Arlington County | Loudoun County | Stafford County | Fairfax Water | City of Alexandria | Loudoun Water
Town of Leeshurg | Town of Herndon | City of Falls Church | Town of Vienna | Town of Dumfries
Northern Virginia Regional Commission | Virginia Coastal Zone Management Program







Today’s Presentation

* Introductions

* Perspectives on Only Rain

e The Rationale for a Fresh Approach

e Outline for a Fresh Approach

e Time and Money for a Fresh Approach




Introductions
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Perspectives on Only Rain




Perspectives on Only Rain

* More than 1,000 airings, on 8 stations
e Reached ~740,000 individuals
* 500 website visits

* 48% of those surveyed recalled hearing the
ads

* 11% report picking up pet waste more often

* 15% report more care with fertilizer

* 5% say they no longer dump motor oil




Rationale for A Fresh

Approach




So What's Changing?




So What's Changing?

*Advertising




So What's Changing?

*Advertising

*Websites




So What's Changing?

*Advertising

*Websites

eEvaluation




Advertising is Changing




Advertising is Changing




Advertising is Changing
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Advertising is Changing
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Advertising is Changing




Advertising is Changing




Advertising is Changing

(1] Tube
Broadcast Yourself™




Advertising is Changing

D

(1] Tube
Broadcast Yourself ™




Advertising is Changing




Advertising is Changing

Che New York Cimes




Advertising is Changing

Che New ork Times




Advertising is Changing

D

Che New ork Eimes




Advertising is Changing




Advertising is Changing




Advertising is Changing
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Advertising is Changing

Latest Hews: Techs buckle under Microsoft, Wal-Mart helps Dow Adv '

Jobs

By Annys Shin and Frank Ahrens

YWashington Post Staff Writers
r Friday, January 19, 2007, Page D01

. Time Inc. to Eliminate Nearly 300 Magazine ’
-
&

hite .
Time Inc. v e . . .
. 300people Layofts imminent at The Philadelphia

Inquirer

NEWVY YORK: The Philadelphia Inquirer was expected to announce E-Mail Article
VWednesday that it would lay off 68 to 71 employees, or about 17 Q) Listen to Article

percent of the newsroom staff, just seven months after a group of local _ _
& Printer-Friendly

business executives took over the newspaper and its sister e .

pUhliC&tiOl"l, The Dall}" News. m 3-Column FIZIrTl‘latJj
e %8 Translate

Thef#™ g L"\fﬁw M N b e G




Websites Are Changing




Websites Are Changing
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Evaluation is Changing




RDD Polling: On Its Last Legs




RDD Polling: On Its Last Legs




RDD Polling: On Its Last Legs

“.... 16 percent of American adults lived in
households that have only cellphones. This was
up from 7 percent three years earlier, and rising
rapidly.”




RDD Polling: On Its Last Legs

“....breaking through the technical barriers
such as call- blockers, caller identification,
and other technical devices to actually
reach a potential respondent that plagues
any telephone survey effort. This problem
increased substantially since the 2004
survey effort due to changes in
technology.”

“The overall telephone response rate for
the 2006 survey was 11 percent compared
to 20 percent in 2004.”




Outline of a Fresh Approach




Comparing Approaches

1.0 2.0

Ads Cool Dull

Ad Impressions 740,000 high quality | 7 million low quality

Website Dull Cool

Website Hits ~500 ~10,000

Cost: $150k + $55 to $65k




A Fresh Approach

* Use an “online panel” to evaluate behavior and pre-test

messages, instead of a telephone polling

* Use Facebook and Google Ads to drive tratfic, instead
of radio ads

* Relaunch www.OnlyRain.org with interactive features -

particularly email signup

* Send email tips/news to subscribers to “prompt”
desired behaviors

* Invite email subscribers to complete an online survey,
instead of telephone survey for all local residents



http://www.OnlyRain.org
http://www.OnlyRain.org

Online Panel



Facebook Ads



Facebook Ads

=



Facebook Ads



Facebook Ads



Google Ads




Google Ads



Interactive Features




Email Signup/Newsletter




Web Survey

Email directs subscriber to survey




Time and Money for a Fresh

Approach




Tentative Budget

Activity
Kickoff & Planning
Pre Campaign Survey

New Website
Email Signup /Database

Ad Development
Ad Budget
Email Newsletters

Followup Survey

Final Report
Total:




Tentative Budget

$15,000
$15,000

$11,250

$1,500

Pre Campaign Survey Ad Budget Email Newsletters New Website Email Signup/Database Kickoff & Planning Ad Development Final Report Followup Survey




Tentative Timeline

Planning

Low Estimate

6 weeks

High
Estimate

|0 weeks

Pre-Survey

6 weeks

|0 weeks

Run Ads

|0 weeks

| 6 weeks

Newsletters,
Post-Survey

|0 weeks

| 6 weeks

Final Report

2 weeks

4 weeks

Total:

34 weeks

56 weeks




Questions?

Next Steps?




Northern Virginia
Clean Water Partners

Planning Meeting
Friday, March 27, 2009
9a.m.-NOON

AGENDA

l. Campaign Overview & Q&A

Il. Market Research Discussion and Brainstorm
[l Website Discussion and Brainstorm

V. Final Report Discussion

V. Options for Team Coordination

Fairfax County | Arlington County | Loudoun County | Stafford County | Fairfax Water | City of Alexandria | Loudoun Water
Town of Leesburg | City of Fairfax | Town of Herndon | City of Falls Church | Town of Vienna | Town of Dumfries
Northern Virginia Regional Commission | Virginia Coastal Zone Management Program
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Only Rain 2.0

Northern Virginia Clean Water
Partners

3/27/2009




\'ﬂ’IA‘TCD‘ wf\"’\c
genda

* Campaign Overview & Q&A

 Market Research Discussion and
Brainstorm

 Website Discussion and Brainstorm
* Final Report Discussion

* Options for Team Coordination

Friday, March 27, 2009
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Campaign Overview

Friday, March 27, 2009
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s OQverview/Milestones

What When

Conduct Market Research April
Create & Optimize Website April/May
Create and launch ads May /June
Monitor and Adjust June-August
Followup Newsletters June-September
Followup Survey September (?)
September (?)

Final Report

Friday, March 27, 2009



Y Market Research

Choose a country/language ﬂ

@ Ipsos i-Say

Have Somiething

(o Say!

1
o]
0
(o)
ABOUT THE PANEL QUICK POLL*
Why Join? What decade do you think had the
best music?
Read our FAQ
Learn more about Ipsos ()50
()60's
JOIN NOW » O70'
(_) 80's —

(O This Decade

O) Don't know/ ini
Oy o Ptay Poll Predictor on Facebook now!

Friday, March 27, 2009



ww=r Market Research

* Online Panel conducted by Amplitude
Research

* Overarching Goal: Determine what people
will respond to

* Evaluate materials used currently / recently
* Test various motivational messages

e Test “offers” to subscribe to newsletter

Friday, March 27, 2009
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THAT WORK I

* Content Management System: Easy Updates
* One page describes partnership

* Separate pages for each behavior -- messages
reflect research findings

* Newsletter signup on every page

Friday, March 27, 2009



e Website: Email Signup

St Bt Lavgncelzs  Master your machine.. .
B e ADVANCE AUTO PARTS NEWSLETTER
BECAUSE ()UR YARD Deon't miss FREE car care tips and a whole lot more!

is paART oF OUR HOME Sttt
Email Address”
First Name"
Last Name"

g YES, 1 would like to receive Neighborhood Addross 1

Notes. This complimentary gquarterly electronic Address 2

newsletter will provide you with timely tips plus Dol

money saving offers. - e ——

— Zip Code *
W Primary interest (] Promotions on Parts

(check all that apply) [ Promotions on Accessories

Get pet tips and exclusive offers! SIGN UP

Friday, March 27, 2009



Advertising

* INEEDHITS.com manages
Google and Yahoo! ads

(GO« )gle

* Water Words manages Facebook
and MySpace ads

* Partners will set maximum
monthly expenditure
* No guarantee you will spend
th at much “mysea?.efécmqm.

YaHOO!

9
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WATER WORDS
THAT WORK

Web
Used Oil Collection
waw. Safety-Klean.com

Motor Qil Di |

Castrol.com

GOL)glG

Advertising

Azva~ces Seanh

{ Search | Pagigronces

recycle motor oil

Largest recycler of used oil in US 200 Service Centers Naticnwide

Castrol Official Site: Motor Olls & Specialty Lubricants for Cars

fac

ok

Sponsored sites

Motor Qil

Norhem Virgna

Clean Water Partners

Furton Co Provie Witew County | Atrglon Covrty Lagdoss Consvty | Maornd Cowrty | P ai®an Weter
Ciny of Faifas | Town of Merndon | Town of Lesaburg | Cry of Falls Cherch | Town of Vierna | Town of Dumines
Wrgina Copantvart of Lrvisos martal Guaity . Cravin Jone Maragament Pregram

—anty

Home
About Us

I Only Rain Down the Storm Drain!

MHow You Can Melp

Print, Radio, anad TV
. Ads

DID YOU KNOW

waler n the

Natorways

The Issues Al a Glance

Gy of Mmsari®n | Losdown

poivied stormwaler & the r

teas and Tvers Urosghos

o whare wo play, ek

= it =

No=hem Ving ria Regera

amber one Cause of urhaaltty

! Norhern V

prea

Castrol Official Site: Motor
Oils & Specialty Lubricants
for Cars.

castrol.com

Mobil Oils - US Site

Official Site. Learn More
About Mobil 1 Synthetic
Motor Oils Here.
mobiloil.com

wialer. Mowever, ther guality is te ¢
%0 them with avery ain. Pet waste on
w oiutarts found In our walerwarys
an
Fotunately, the health of 1he segior's wilorwirys Gl Do rrproved by works
gettur 10 reduce 1he amourt of pOluted $)ormrwiler roathng our Peasured
wilerwirys Yo today and S0 Qoo 3
Techniques!
™ oruse of fortiizens, Mertetides, And PDosladen O lwhs And Qardons CanN Cause Nohe growth n ol shearrs & «
Chesapeshe Bay, and some the S CA% v . Sl Me. Ahough the s0Ang wealher' ivwies yard work, fert ] <
o saly peoevod « ” otper A0t growth o your grass. Folow The Dachage Srechions Defore you apgly Ay
(MNe » L » - Koep 1" grow yor ot ard nof S e waletwiey s
ad of g & It of Charmicals on y yard, heore are a couple of Polomae Fiver fierdly cpiors 10 Comsider
e e T

We only pay when
somebody clicks!
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w=we Monitor and AdJUSt

— .J‘_ul'. A l.|.-..ll AALA lll“llhl..l.“.ll.“ IU.. lULl.l P

Advertising with these methods tends
to start slow and pick up over time.

We will continuously adjust and modify
the advertisements to seek to improve
performance over time.

11
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